PART III 


APygRTlSlHG AND SELLING 

f 

V' 

OOORDIHATI OH ar« two loothods which can be 

utilized by the cigar nmnifaeturer to aeeuro selea^ 
naoely, advertiaing and distribution. Separating 
thSM two atsdia is not possible without brealclns 
tiie hansony which results frcmi their coordinated 
efforts. The cigar trade feels tlmt advertising cannot 
stand alone, until the field is narrowed d<»m to a few 
national Btanufactarera • as has been done in the 
ette trade. In the field of cheaper cigars the ew 
phasis has been distinctly more on advertising than 
on selling, but where a cigar is sold on quality, 
advertising is more on a par with selling to the re* 
taUer. 

If advertised products are not on 
display where a oustooer wishes to buy the item, the 
advertising has becoioe powerless. If a customer is 
acquainted with a product only when he sees it on aalc, 
forgets about it. Whether distribution is the cure 
of all selling lllst as it. was Icmg supposed to be 
in cigar marketing, la very doubtful. Advertiaing 
and diatrlbution must develop togettier, not along 
dietinot lines but eoupled with eaeh other, to be 
of BMst benefit to sales. 
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g»no« of tho public 1« Increasing. The appael of the 
"intangible In advertising Is diminiahlng and cigar 
Bumxifaoturera are praotioalXy forced to begin afresh 
in educating cigar smokers to the ajerlts of tobacco. 

Q %0 salesmen have tried to teach the retailers to assist 
in providing consun«rs with an unbiased opinl<m of 
tobacco t^ality, md an honest one* but relianoe on an 
individual behind the counter to convey what the 
cleverest advertising has not yet done is hardly wise. 

tOiere is a fear that ^le brand name of 
a cigar will never be able to impress cigar smol^ra 
auffielently. The cigar trade* as a whole* is too vi^ 
right to attempt deceiving the oonsumer* with the result 
that there is an evident lack of copy for advertising 
and no eonvinoing selling standards. The cigar has been 
the same for a long time and offers no novelty* but it 
is merely another difficulty of buelneee to overcome 
a disadvantage which has grown up with cigar marketing* 
SALHS OFFICES ASP SALSSim ?d»sther sales are being 
made nationally or locally* a cigar manufacturer with 
a volume of 5*000*oro cigars per year, usually finds 
it necessary to have a specific sales department vtaloh 
sends its agents to retailers to obtain distribution. 
Some may choose exeluslve wholeealere; some may operate 
a branch ealee office) and others may merely control 
salesiDsn in a territory. Vinmtever base is used for 


a«lllng will be held x>e«poQ8ible for ^1 the sale* 
in a dlatrlot, aa quotas wliloh are set can be d^ter* 
mined accurately* 

The budget ayatem baa been successfully 
used by the Bayvik Cigars* Incorporated* after its 
reorganization by banking interests* bat baa not 
been generally applied* Profitable sale a tinlta »na 
unprofitable ones cannot be ei^baalzed or dropxmd 
when a national tUE*end met be establlal^d. The sales 
forecast la as far as the majority of oos^anles care 
to go* for all e^^ensea and ai^oprlatlons seem to 
be made on the basis of 1(XX) elgara or on a definite 
percentage of sales. Production <»>st is constant 
enough to budget accurately* but sales offices are 
too intangibls in their benefit to provide budget 
figures. constant eff^t of bulldltig sales which 
will take place for a long while to ooxos* will not 
bar any escpendlture which has a chance to produce 
/ ood will* 

The sales office is not as big an ex* 
pense as It might seem at first* The direct selling 
manufaetar«*8 are almost able to pay for salemien*s 
salaries* e3q>ensea and a sales office with the addi* 
tlonal money they get for supplying service to small 
accounts* There will always be a need of someone to 
handle the retail store advertising and the salesaoen 
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make the sales off lea a shipping office » a colleoti^ 
office and an advertising distrilnitlng muter* 

To cover the entire axwa of metropolitan 
Boston (See Appendix C for oharaoterlstics of this 
center) refiolres 8 men* b ut them are no eos^panles 


WMich will put that many salesmen in the district, 
being satisfied vlth the jobber suppling certain out- 


lets. fhe number of salesmen employed by varlotm 


eoo^enies for Boston are as follows; 


Alls 8 endFlsher 
General Cigar Co. 
R» G. Bullivan Co. 
O.H.P. Cigar Co. 
Bayuk Cigars ,Ino. 


6 

5 

4 

4 

6 (Breaking into 
the Boaton 
market) 


Joseph L. ilannlngCe* 14 (Selling Blaek*- 

stone St Ctmu) 
and perforsdng 
wholesale functiim) 

S, S. Pierce Co. 2 (Selling cigars Mly) 

SalesoNm are rigidly controlled fr<Ba the sales 
office. They receive a straight salary in most esses 
with adjustments for sales ca^nses* The majority ore 
givma the coag;>any*s ears to drive sroiuid in, and of test 
use truck bodiea* due to the largo quantity of elgara 
they sell during the day. 

The newspapers furnish routes to cover 
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TG^ous types ef stcHres and from tills Information 
saleainen oan be definitely routed 30 days or more 
In advanoe* Included in the group of looetims 
vbich a salesmen calls on are restaurants, lunch 
coimtora, clgiBOf stores and stands, drug stores and 
parties eapalAe of giving concessions for sales to 
such, gatherings as at circuses , baU parka , night 
clubs* speakeasies , public exhibits and sports, 
(^portunitlea for sales are constancy changing and 
besides Ijoproving the regular retailers*^ purchases 
they Eiust be alert for new openings through which to 
dlstoibute their product* 

It may appear rather odd that salesiien 
of eoiapeting ooop&niee are all doing the seme thing* 
Actually they have tried to grow out of the Class of 
order takers* but salas instruction frc»n tbs general 
offlcee of tbe larger coopanies has been so uniform 
that tbe retailer la unaffected by it* The sales^ 
r en are keyed xip to ask for the ii^sslble* and during 
the time direct selling has been applied* the vehemence 
and mergy of cigar salesmen have produced results 
which ootild not be estimated* 

The attitude of the salesmen is false* 
They are virtually ”too sold” on their product to 
realise that they might be performing a function of 
which the retailer will soon tire* Though the average 


noall purehaaer of cigars may be extremaiy ignorant* 
there cornea a time when he will sea the pro satire 
which la being applied to Mm &a a neana of using Mjb 
for the sanufaeturar*a 6z^a« Seleamen do not realise 
that the retailer makes almost as Biueh profit from 
one cigar aa euoother* If It Is going to be a matter 
of greateat profit for the retailer, the state of 
ta»lbery and "ahaking the Christmas tree" will be no 
Improwement ower the similar methods which were used 
on tbs iriioleaaler In former days, ^ cigar sales 
departments tried to get away from competing by 
offering larger m^oflts to distributors and still are 
falling bade on that method as tiw surest for teispormxj 
success • 

The saleaman are real tools* They are 
divided into two caassea, the one group who sella to 
the smaller retailors, the other group w: oae Job It 
la to wode on very large accounts. The same man la 
not applicable to both and In many oompanlea tlie teo 
types of laen are not separated* The ’’szoall talk'* 
artlet cannot apply his skill In selling large accounts 
and eare should be taken to put aalesioen In places 
where they belong* 

S.^J*aSMEK« CAULS In a small «>immxnlty there are key 
outlets. Whether It la the druggist or a restaurant 
the grovqp of retailers In the neighborhood will know 
how well cigars are being acid In that plaee and 


whet TomaxAs aaem to wove boat* Tho sfxl^staen eve 
thereto^ faeed with the problen of finding out 
where to put the most smles <asph&sia« Ck>nsumers who 
cen obtain branded goods only at a key outlet, so<m 
ask for the |dK>duet in the neighboring stores* The 
big retailer will not follow what t2» aiuall retailer 
does, chiefly because the amall retailer very rarely 
does something which is not a Original ideas 

are a«u»ee among the tfge of men w1k» retail cigars apd 
the sslesissa wedges his opening by suggestions* 

In securing a new outlet the first 
deelsien oust be made as to whether a retailer is w«n:*tli 
going after* The possible volua^ which the retailer 
might obtain is either a permanent type of ea^pansiozi 
to be oared Ibr or a prospect for tiie wholesaler as 
sn order taker. If, theref<a?e, a dealer is worth 
going after to sell, he is worth keeping after until be 
is sold* 

I^ro are two questiona which Immediately 
oonftt^ont the aalesoan* iie must decide how many calls 
he will ffiske before he stops calling aafwa how often he 
most call before the dealer buys* Zn an investigation 
in placing new accounta the following data was obtained! 
48*2 aaleamen made 1 <»□.! and stopped* 

24*4 salenaen made 2 otlls and stopped. 

14*7 salesmen made 3 calls and stopped. 

12*7 ealasmen made 4 calls or more. 


70 


Out of these 100 average saleainen the results 
obtained were quite striking. Slightly over 60^ 
of the placeioent sales were aade on or after the fifth 
call* Therefore* QS^ of the saleem^ eliminated them* 
selvee from 60^ of the business by oessation of oslls 
before tl» dealer was brought up to the buying point* 

national distribution depends on new place* 
menta and there la no use flinohing from the work it 
takes to obtain outlets. Not tint one should waste 
his time 'Sfatering dead plants” but that a salesman 
must drive his brand into greats distribution with 
ii!q;)ish persistence. 

Once the dealer has l9ought a brand* as is the 
ease with local brands* and old established hstionsl 
brands* a salesman finds his approach expected and 
can continue the good Impression which he has establlahed* 
After a certain length of time the salenuan ought to 
be able to tell the retailer to buy from tixs wholesaler 
whenever additional stock is required* for if the 
salesman becxHoes an order taker it is cheaper to let 
the wholesaler perform that function. Good aaleamMi 
know when to drop a dealer frcm their regular calling 
liat and visit him leas often. Dealers who need con* 
at&nt urging to buy should never be put at the mercy 
of the wholesaler* because the wholesaler has exclusive 
brands to sell and will easily replace those brands 
which the salesman has spent so much time in locating* 
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Soise eoiqssnles hfive rtftwr TOldased a cuatooar to a 
whole«iLlar If ha be aold dlreotly and the prob- 
loa which they have owarconte has been to deuwase 
the ae^aal aales espenae per call» 

One aaleffioan niay rush through hia ealla 
and another may Idle hla time in creating "atqiierfluoua 
goodwill" with long» overdrawn wiaita* The length of 
tiiaa a aaleaisan spends with a cuatoaer jniiat be 
depmident on what he oan sell in a given area* A 
salesman muat never be crowded for time and hia sales 
volume will indicate how well ha is handling his terri* 
tory* In a large metropolitan center eueh as Boston* 
with prectioally 2*300*000 inhabitants* there is a 
minimum of 6 outlets per 1000 pe^le* The salesmen 
therefore have 11*500 outlets to watch if they att^zqpt 
to tackle entire city in place of loeallaing their 
efforts* Attempting more than 800 calls per month la 
only posalble where a salesman has coaxed a dealer to 
buy from a |ebber or mex^ly delivers cigars. It appears 
that the eight aalemaen who are needed to cover the 
area are in moat cases siibstltuted by five. Mpre 
efficient aaleoEaanahipf Ho* ,)ust an efficient way 
of obtaining distribution. Either aalesmen must wat<^ 
their dealeo^e closely or not at all* The very fact 
that it ia unprofitable to put more aaleamen into the 
district shows that the method of producing demand 


through diatrllmtlon Is not «s {aroduetlve as it appaars* 
The area bouzided by the Charles River, 

North Statical. Fort Point Clmnnel and the Northnqpton 
Steset line in Boston obtains 7000 oi^r outXats. In 
sxafiiininfi the distribution which is sialntained. t}»ra 
are few eoeqianies which would be satisfied* The only- 
national brand which haa attained praotioally eon^late 
distribution was the Gr^» cigar whidh has since 
fallen back frt»n itabold* At tbe peak of the Cr«»o 
dislribution cas^aign B00»000 cigaj^s wire add in 
Bostcm in a week to the dealers to obtain e<»splete 
eoTexwtgSj. necessitating the donation of about SO cigalas 
par 1000 bought. The Gresio toathod is <aia way of dis*« 
tribution« but the J.A«.7-20«>4 and Overland cigars in 
a hi^isr class field have done a better job in pre«^ 
senting their goods for sale by building vp the brand 
naaia* 

^AIiRSMEN*S TECHNIQUE The good cigar aaleaman is 
armed with many defenses' against any opposition a 
dealer may have to buying his bOMuid of cigars* Hs is 
ecpiipped to show the dealer that tiro ^o of tb^ are 
both salesmen and, if they wozk together, each can make 
a niee profit* A showing of personality and interest 
usually ia ooopled with the desire to sell, and In 
marketing cigars, everything snat be done to help the 
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rat&ller sell what he has bought. 

The easiest way to oonwlnee the dealer that 
elc^urs or a eertain brand snould be bought is to offer 
him flnenolel indiuj^sents. Many ecmipanles have foimd 
that if toey buy the privtlege of hawing a box In 
front of ease the dealer will lease it l^re until 
the salesman returns and then attmiq[>t the colleotlon 
of uiother bribe* Salesmen of oigara should have 
notddng to give away to the dealer* but ehould give 
their advioe and skill in making profita for him* l!hs 
of small Valera which has taken place in 
the last few years through free goods has destroyed 
the meaning of the disoounta and haa amounted to 
of the cigars sold by salesmen* \fhere e:Q>eotation of 
something for nothing exists any efforts of selling 
are interpreted as something for which the dealer is 
being paid to listen to« 

Helping the dealer make a profit on cigars 
oay be dene by a world of methods. The retail pries 
must first be set for him and he must know the profit 
which is made if he pushes a eertain brand of el^u^* 

Hie realisation timt a dealer praetioally has oigara 
on coneeasion should be made quite evident so that tbs 
privilege of arranging the olgar pounter may be allowed* 
It is said that often a olgar saleiman acts 
like an advertising man* and the olgar sales manager *s 
answer is that the more of an advertising man he la 


thB 1)etter. Sto3re advertising plays one of the big* 
gsst parts in produolng sales « w^en a customer goes 
to a elgar counter the best way to sell him a 
definite brand Is to have that brand visible and out* 
stondlng* There used to be a value In having the cigar 
In the front of the case* but this has been superceded 
by the privilege of putting the cli^s on tbs top of 
the case* A consumer's mind is not always made xip and 
when hs walks into a store with the subaonselous effects 
of advertising praying on his Xxptin, the sl^t of the 
first cigar has its powerful Influence on what brand 
is bought* 

If the cigar is going to strike the eye 
it must be In a box which is attractive and neat* The 
cigars all look alike hut the inside cover of ths top 
of the box Is the center which the eye reaches* Ths 
salesman are exerting their efforts toward gstting 
this undercover Into view and ths least tiis parent 
company oil^t do la provide their cigar boxes with 
designs which appeal* In examining several of ths box 
tops ths most inartistic and coarse presentations 
are made* The new Cremo picture is outatozidingly u^y» 
sticking close to old traditions of meaningless 
gold medals* awkward people* detailed design and 
onuunented trappings* Ihe olgaretta has modernised 
its packages and the cigar In ths main* refrains frost 
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appaaling with modam c^asarelal art« Compared to 
Crento imdorooTW is the Ifttrana Ribbon deslipo. 
which Is clean eat and attraotlwe trxm a considerable 
distance. 

Id-splay traditions have been broken* Cigars 
Imve cremded tibeir way with other articles on the top 
of the cigar coontara and oases. The five cent cigar 
has aitsed chiefly for the pred<»ainant position ard 
has inoareased cigar vdtBas in atmll stores because 
of its open display. Salesmen here demanded improved 
sise and appearance of thebooBSS bscavysez (1) it makes 
the dealer more cM^eious of the presence of tbs 
cigars. (8) it helps in obtaining hi^ier distributicix* 
and (S) it accelerates sales at the cigar counter. 

The else of the boxes has been decreased so that a 
prospeotlve porehaser may viaiudlse the ah«^* color* 
size and label always near the top of the box. The 
fact that a box is white on bottom and approach* 
ing emptfSesa encourages some pe< 9 le to boy. but sales* 
men eannot afford to have this situation exist and 
often buy the rmiaining few from the dealer to sell 
him another box. 

Tbs top of the counter offers opportunity 
to display boxes of cigars in many smya; Metal dips 
to hold boxes together^ braces to support the covers 
and wire etends to set b<MBSs on are furnished by the 


coTBpBniBB to tbBir aaloamon to distrllmte* Lasers 
of ol^ars piled op dii^onalXy* topped l7y attractive 
price earda and cardboard deelgna» present a teicptlng 
picture to tloB cigar anaoker* The consumer may help 
himself to the olgara as he la doing with many other 
Goiimodltles and be eozistantly imninded that cigars 
are on sale. 

Saleftaen have done a considerable mount 
of w^k In cleaning up the dealer's cigar counter. 

In fox^r days the cigar ease was crowded with an 
assortment of articles* poorly lighted and disorderly* 
Suggestions as to new* s topped shelving and n^ 
arrangement of stock were very pleasantly accepted as 
Improveo^nt. In doing this work the salesmen got a 
ehanoe to decorate the inalde of the counter with ad* 
vertlelng strips for the upper lighted section and 
large cards to cover the lower half of the ease which 
Is better for storage of packs* full bosis and oartms 
of cigirettea. \Vhers theas large advertising cards 
have been out to sisOb and fit in well with the appear* 
anoe of the counter* they are alxsost pexvianent adver* 
tising* 

Continuing to improve the counter the 
salemoan used to distribute change trays which arc 
oon^nient for the retailer to have. In this way the 
customer is exposed to the name of a cigar brand each 
time he loo)a at his change. The gas cigar lighter 


bas had metal strijM put on It to adi^rtlae brands 
and R. 0, Sullivan (7»20«^) hae gone ao tar as to 
plaoe 180 electric cigar lighters in places where 
no other advertising is possible - hotels, fini 
restaurants and theatres. Installation of tliis 
equlisaent costs the ooiq>any $6»0Ci^Sach with the addl* 
tlon of nmlntenance except for electric power ooate« 
Copy which la placed in these lighters Is changed 
and they eerre as a dignified and valuable advertise** 
nent. S. S. Pierce Company have recently begun decor** 
ating behind the oigar counter on the wall, Ths 
trade mark of the Overland cigar, a passing truln, 
has been attractively painted on canvas and in some 
cases framed and hung on the inall, aasiming that the 
oonaumer is more liable to look above than below to 
the display cards. 

Bet at all liinljM to the cigar counter* 
the salesman sets to sork to obtain space fxNan the 
^^tailer• It is the cmxMt of the store wlio most be 
convinced of the value of any other advertising plaes** 
ments* The more common advertlsem^ts of this nature 
are window displays, ^nouqpareneies , posters, calen* 
dare and special sale and contest circulars* 

Window displays are only good for the 
help they bring to the cigar manufacturer* They ere 
not to smke the dealer buy cigars, for in many eases 
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the dealer Is al loved a 2^ display allowance on his 
pm*oluee8. Window displays ars oscpenslwe and a 
definite nvssber are made for placement. In Boston* 

Bstfrok Oigers, Inc, glwes 500 window displays out 
twloe a year, window of the dealer Is dressed by 
the saletraan. If neoeaaary. In stores whexw t^re 
are carawds of people It is o#ten advantageous to erect 
a display on the Inside on top of a shelf or counter* 
but In most eases the front window is the cmly worth 
while position* 

The effectiveness of the window display 
Is great* Constuaers looking in an attractive window 
roaember the brand name and give the dealer credit for 
the attractive window* Ihe adwantagea to the dealer 
of a distinctive display viere tested when an offer of 
fifty free Havana Rlbhon cigars was made for guessing 
the number of paoks in a dlaplay* The winter was winning 
$2*00 worth of merohandlsa from the and the 

fallowing results were obtained} 

1* In 8 days 2000 liavana Rltsbons were sold* netting |100 
2* In submitting answers ISO people entered store* 

5* The winner praised both the brand and the dealor 
exelalraing his good fortune* 

Placards* transparenoles* posters and 
signs* when well placed* sell a olgar ta*and to the dealer 
and to the consumer when the salesman is away* The 
dealer’s goods may hs rserrangsd to locate a slgni his 
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windows need olesning berore s ispamsparenoy 

esn lae put up» laut tbe salesman must get the adweav 
tialng located properly. Pries ohangee and special 
offers may be snggeated by the cigar company through 
poi^ra and printed announonnents of x»sw iwickaging* 
elms or t^pes of eXgtrm keep tbe dealer up to date 
in his silent contact wit^ the public* 

The cigar salesmen in their routes malee 
personal eontaota which axw too valuable to release 
without trying to make brand smokers out of them* 

The salesmen are alotted cigars and money which they 
are to use for semiring brand prominenoe* and in one 
well run sales organisation 150 cigars and |6«00 cash 
are used each week by a salesman. If a customer is 
in a dealer's store* not burring cigars* it is quite 
propmpahd emnrlncing to offer him a cigar and tell him 
that hs will be able to obtain them there in the future^ 
Sampling in general la not advantageous in oi^r die* 
tributlon* but where an Individual can be used to in* 
crease decder good will as well as be a cansumer of 
the brand* the free oigef Is good advertising* Sales* 
men have found firemen to be good for cigar 8Jmg>l&ig4 
If the firemen like a certain brand of ei^o^s which 
the ealesmen have given them* all the dealers in the 
neighborhood are praotioelly forced to carry the taand<i> 
Cigar salesmen have many contacts with other aaleraes 


and fMenda and in titiat wmj can do afflclent aaiopl* 
Ins ^or the maxmfaotorlng eoropany* 

Advertising novelties are alvaye sought hy 
salesoen* The knife « ash tray* cigar cutter* pencil* 
letter opener and cigar case are old methods of 
keeping a brand nane alive* Anything which is dis» 
tributed by oxvs set of ealesaien will soon be copied 
by another* and a sudden effeotive stunt is at a 
large prendLum* B1 Produoto cigars have reo^tly hung 
sigaa below clo<d» announcing that daylight saving 
tiias is In effect*. A man dresaed in the styles of 
the *908. walking tiirough the streets with a suit* 
oaae narked with a cigar Isrand naioe has been used 
successfully* A float such as an old railroad engine 
or ear will attract men and expose them to a cigar 
name* The small and detailed means of advertiaing 
have their cyelea and cigar manufacturers have in the 
past resorted to unusually clever eehmes vdiich at 
present are not so ii^pulsr* 

APVERTISIKQ tffiPlA The locslisation of the cigar ln«> 
duatry which existed wl^ undisputed poser advertlMd 
through penaanent signs on the dealen* stores pri» 
marily* When a new shop was being opemd cigar manu*^ 
faeturere offei^d to paint the building* o:«ct the 
eign» put ^Mdere on the windows* and gsnerally liven 
the appearanoe of the store* Advertising of this type 
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atm •Jd.ets with thw naitws of xbbtxj cls«r Ijrai^da rooted 
Into the fponwwork of tho tulldlnga, but tho coat of 
tta® r^to^-doto 0101 would bo ooro thon a manufacturer 
eoold bear. Painted exterlore and painted glass are 
atm a worthrtaile advert leemont , but the feeling la 
that oonaoasra are ao eatm*ated with th© aamenees of 
t^ae algna that they praetioally do not aoe them. 

eapendlturea for advertising ar 
oaally underatood by the olgar menuf acturera , but there 
waa a apeolflc delay in the appreciation of clasaing 
larga advertlaiiig budgata aa neoeaaary oxpenae. The 
local manufaoturera atlll away toward the al»rt, anappy 
proHulgation of tlw» brand name and chief qualltlee, 
tout tha national group are more and more swinging to 
a steady oonalatent progr«n» unahalcen by the aeaaonal 
▼ariaUona and unimpaired by capital requirements. 

The only advertlaing media which are not 
applicable to cigar advertlaing are those which either 
deal chiefly with women or directly with the Indlvldaal 
eoxlbmar (mall* circular, etc*). The chief forma are* 
therefore, newspaper, magaslno* outdoor and r^lo 
advertising* In th© tobacco Industry the advertising 
dollar has usually had 80^ spent In the newspapers* If 
outdoor advertising Is neglected* Ma^slnea were 
given twice as much advertising in 1930 aa radio broad- 
casting, but there la no policy at preaant In tha 
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tobaeoo industry as to the sadluni ratios* 

In national advertising the year 1930 
ssMQOd to he nc»nDal a total esq^enditure of 

^ISsOOOtfOOO vhleh was spent in t3»» following proper* 
tionst 


Kewspi^r 

44*0!!^ 

Jfagasine 

39*5^ 

Outdoor 

9*5^ 

Radio 

6*6^ 

Car Card 

1*&^ 


The tobaooo has never found this prcqpor* 
tlon of e:qpendlt»]res <K>rreot* due to the peoullsrl* 
ties of ^)olr {o^odaot and oi^u? lasnvifaeturers have 
never hsen sure of their nedia * perlmps on aeooiofit 
of copy* 

CIGAR APy^TISINQ COPY Cigar advertising appeals to 
all classes of men* Soiling to tiie nssasos is the now 
problso* now timt this country has not oat but maxiy 
good five eent el^a>s* If the group iA»sa the advertie* 
ing irt.ll reach is going to bs llmltsd by sow* wealth* 
sgs and intelllgenoe * there laay bo no reason to oon* 
tract tor it* Fortur^tely the boundaries of the group 
which la sought have xoeoded eonsiderably and adver* 
tiaing copy nay have a little freer sway than it apqseered 
to have at first* 

Ihere haa always been a dearth of oopy for 
oigar advortlaing* Prinairtly* as has been pointed out* 


tbs ooTutxmoi^ knows praotioally ziothlng about 
tobsLOoo and no aotusl fiaots about tobacco quail ^ 
will bs understood* When a quality product aearohss 
tw soraethlng else to eBq>baslze besides Its 
quslltyr ^ie aoarelty of ec^y may be realised* The 
tendenoy has been toward things which Interest 
chiefly consisting of sports, with the i*eault that 
soon the natural desire of being distinctive to cake 
advertising effective , found all warlties of copy 
being used In Algar advertising* 

Whits Owl eigars are using a picture of a 
front page of a newspaper in their newspaper, magazine 
and outdoor advertising* "Believe It or not" has been 
psiepsred with relevenoll to cigar amoklng* Ihsoor has 
been tried out* along with the ins true tion "Smoke in 
this world end not in tlas next*" The radio has 
featured musio and noall talk of interest to man* 
Cleaaolinoss ims been esqphasized; but taken as a whole 
oigar advertising merely states that the certain braxid 
is "undoubtedly the best" and givea no good reason for 
it* The oopy states "Its a great cigar", "Famous for 
quali^", "The good five cent oigar Aiaerica needed", 
"The very best", "For real enjoyment", "The beat of 
the heat", "The oigu* tliat wins" tmd many other trite 
statements* Apparently the cigar advertisers are slowly 
working down to the moronio type of advertising whioli 


has mads oigaratta ao auooassful after hedging fktm 
it for a long period heeauee of the apparent preaunp* 
tlon that older isen would not be affected by ineasslng* 
less word pies. But if ethics laust govern advez^ia* 
Ing, the cigar business can hardly step out of line 
in its present condition and lose sales which might 
be developed* 

The most radieal piece of copy in the 
oiger Indwi^^ haa been Hbs Gremo spit oaiqpalgn* In 
the opinions of acme authoxdtlee cigar smokers were 
tamed sosay by thought of spit as being connected 
with fine tobacco; others fbel that thoae who never 
thought oi^o^ were clean began ss^king; but finally 
the oountemotion of o^ier oigar branda through 
honeat facta and bitter reproaohaa seems to have kept 
oandltlone unchanged* The fact that in 1918 a loedical 
teat on eigare ahowed no pathogenic or pyrogenic 
bacteria present satisfied authorities that ths i\meri« 
can Cigar Goopcny was typieally unlnforiaed* The eon* 
tlnuation of the ^finished under glass" featum is net 
diahimeat but deceitful in tliat the entire maohine 
oeae ie in the open ro<m and the final inapectlon end 
tipping la done und^r a little piece of glass px*o* 
feting over the table* 

Advertising reactiem to bxend stimulus 
la mostly aubeonsoioustt The reaction as to whether to 
eonsuaa the produot or not is a olsarly oonseloi» 


decision. Cigar copy most attezspt to aeoorapllah. both 
zwactionsi (i) tia' aid the sales oT a giTsn brand amoBg 

cigar aciolwra* fond (2) to inorsaso cigar smoking in 

.•1 

general. Too advert isei^^ feel as thoron^ the 

second ideal vi/11 ooioe naturally with the first, and 
are nhwi'^ling ^ help another to gxoater i^fita by 

f I 

increasing |^ai sales. Cigar ommfacturers last at one 
tioae to a^opt ja program of advertising. "Be a nn-n 
and smoike/ a, <dgar". which might have been a very 
effeotivj^ ja:i.ogen in crushing ei^retts smoking. It 

f/ i ll 

not 


so some of the big manufacturers of cigars 

* i 

also made cigarettes and wu<Xld be battling themMlvesa 

f 

(There iBi more net income in cigars than cigarettes'. 

a I 

for v/lth on© package of cigarettes being smolcod to each 
cigar at present, with ta:?cea deducted, the 7iold is 

J 

each when two packages of cigarettes are sold and 

i ■ 

j6^ eaefri for cigars wlilch average well over two per 

; I 

f f 

! B&Xe«)^t because of Jealousies within tho industry* 

I « 

Each me^rnfacturer is willing to tell tl» other how much 

I to snend for his advertising, out ncaie are willing to 

'' 

^ocept 0 figure as a minimiam advertising esipendlturei 

V 

5^ie uno^tainty of finding different copy is per* 

•i ' \ 

plexlng, but none iaiow exactly wlmt to spend, 

! \ 

AE^‘RT1SII^Q EXPEKDITURE Bost cigar manufacturers have 
beeh bellejvers of the theory of exoees coasting in 
ad^rtiaing* Keeping the Inland nans in the mind of 


th» public with a vi^Dreua proffram iu«oa<3aa a period 
of aa long aa 8 iscmtiaa of tetal ailanca often, ^la 
gx»oi 9 ia naaer^ielaea dividing and eit^r advartiaing 
oontinuaUy or not enough to aiaount to ax^thlng. 

Adaartlaing aarraa thaoi to create 

demand for cigiu*a. Banka have aag^raaaed their jUHifer** 
anee to aid cigar industriaa eho advertijM md have 
tum^ doen loans to thoaa who do not. The lack of 
advertising in the cigar field as a idK>le has cade 
the gov e rnmental officials and oongrea^Mn prejudiced 
against the industry and of the belief that cigaxe 
are ouch imire luxurious ^ben cigarettes* result 
is that with an increase in intexvial revenue needed 
the rato of $10*00 1000 has been suggested Odt aU 

cigera* a change which would oruah the five oent cigar 
trade* due to the $8*00 inoreaee per 1000* while 
cigarettee would have tiseir tax reduced* 

The de termination cf the oorreot atendard 
for expenditure in advertiaing a t»«nded j^eoduct ia 
difficult. Large eigsr menufaetorere have baaed their 
ea^nditures on ealea* amounting to from 6 to 8^ of 
the average ealea over a period of yeara. liany feel 
that advertiaing sxat have an Immediate effect end 
twee their edvertielng bodgsta ^ the actual ealea 
over the previoue year. When seise fall advertiaing 
becomes more neoeseery md ahould be the reoij^rocel 
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of Ma«s tacoai9ft bat eoah position forces snalXsr 
iKB^snlss to govern sdvertlsing budgets by earning* 
The following e^qpendltures are for x»«s* 
paper advertising over a period of 5 years* illustrat- 
ing the inoonslsteney of policy with the eztraveganee 
in years and the ratraeti<m in poorer yearss 


Con3>an7 

1986 

1927 

1^928 

1929 


Bayuk Cigars $ 170 

1^5 

|260 

$330 

$250 

Congress Clg* 
CoB^psny 

400 

400 

400 

500 

300 

(k>nsol. Cig. 
Company 

506 

500 

1*200 

1*400 

700 

Cen.Cigu* Oo. 

925 

950 

1*000 

1*400 

1*600 

K.O.SuUivtti 

- 

110 

no 

100 

70 

7.Slylee & 
liorten 

125 

85 

70 

90 

25 


Hote$ ^gujrea are given in thousaxuSs of dollars. 

It Biay be a wise policy not to advertise 
at all. If national eig^irs oondact vigorous ossqjmigBSt 
the local laanufactarere invoslly save their money. 
Putting little spots of advsrtising in various msdla 
to satisfy ons's self that advertising is still bsing 
done is throwing money away. The smeller manufacturers 
sre more cr less drawn into the field of advertising 
Wben they should not be. but the wiser ones have swung 
to tadlliant permanent advertisements, auoh as neon 
signs* etc.* as a defensive nsiasure. 


S» S« Piero* 0<a^peB7 ere at a otrlet advan* 
taga In regard to advert^ialng. A budget of elightiy 
over X% of aaiee aatlafled their needa because they 
have iS» unique advantage of being in the grocery 
buslneaa beaidea aelling Overland ol^^. With over 
100 grocery truoStcs oonatantly on the street* the 
ooiqpeny finda cigar advertising the £!ost profitable 
for placards on tha tracks and obtaina xO'liMleaa ^'adver- 
tising without direct cost* 

^IWSPAPiaR ADVSRTiaiHQ Kevapi^r advertisiz^ with its 
advuitages of elreulaticRx* change of copy* repetitive 
iiB[o*easione and preferential loeaticai* with certain 
types cf naway offers the biggeat opening for oigar 
advertiaing* The ap<nrt aeotlcm haa usually been 
aeleoted aa the place for the c^y to apjpear* bat tha 
advantages of prsfcrentisl position have beooxaa fawar 
as more oigar inserts appear in oloae proximity* Oigup 
advertisoments* therefore* have become more or lose 
scattered throughout the pspere *«here vn* men usually 
are aeoustoioed to reed* 

In en urban center there are mmny types of 
newspapers* oaterlzig to distinct elassss of people in 
some cities and to all classes in others* Boston 
azgqports six newspapers and four of these have Sunday 
sdltiona* The Boston Transcript is sold to a oonaerw- 
tive* nationally minded and distinguished groxQ)* in the 


BAlti* «blZ« ths Bostofn Daily Raoord finds its par* 
edoLsers among tba lowest of t3ae working olasass* 
lbs other four papers hare kr awerage gpoap of readers 
Tid find heavy elroulatlon far into the snburhs of the 
oity* 

Cigar advertising is considered as national 
advertising in the newspapers, Iseomse all the readers 
who are reached are a f footed by its ec^« Locfd. 
adfertlsing la olassed aa tiwt type of insertion which, 
only is aiplloshle to the residents of the local dis* 
trict. National advertising pays a rate which is 
oonsiderably in exosss of the local rate and on that 
aecoont la privileged to a elect posii^^ for the 
insert* The rate per line (lA^ Inoh long and a eoliam 
wide) in Boston is on the millone eystera, end a single 
run of an advartlMment Includes both ths morning sod 
evening edlti<ms of s paper in eaee it is sold in ^ist 
way* 

Oh the following pages there is s cosqplete list 
of ths oigsr advertisers and their linage in esoh 
Boston nsw^Miper for the year 1931 and firat three 
months of 1932* Ihe eix*eulstion and rates of esoh 
newq^per ere quoted with a final summation of the 
ss^enditures for newspaper oigar advertising in ths 
urban obiter of Boston* 


1£Z 



aj^sSM 

fUairmUmtUm 

P«M« 

LSi^ 

Zioeel 


Boston Post 

z 

376,000 


«40 

•60 

Boston (KLobe 

XX 

14S,000 

153,000 


•SO 

nerald-ttwveaa? 

nt 

117,000 

160,000 

•88 

•so 

Bos .American 

Vf 


260,000 

*80 

•60 

!Ii*anscrlpt 

T 


40,000 

•SO 

•86 

Dally Record 

▼I 

260,000 

(all day) 

•86 

•88 

Sun. Post 

fZZ 

350,000 


0SX 

•88 

Sun. Globe 

▼zzz 

295,000 


•88 

•80 

Sun. Herald 

m 

120,000 


•88 

•80 

Sun. Advert. 

X 

470,000 


•80 

mfX 
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WB£E]>«3r 

LIBA0B OP CIOAR ADVEE^TISISG 
BOSTON X9S1 



X 

II 

III 

IV 

¥ 

VI 

BlftekstoKHS 

280 

280 

280 

m 

«ts 


Rob* t Bams • 

100 

U986 

m 

4s 


Ctass* I>anti7 1470 






Cremo 

12400 

12400 

12400 

13350 

«S 

12400 

I>at^ Maa 

8950 


9950 


4s 


Blebe 

320 






SI ProduetollSQOO 


18090 



m 

Bsta & Eat<m 

U6 

- 


258 

m 

J.A* 

6908 

m 

2^ 

a* 

2631 

m 

La Palina 

5220 

- 

as 

as 

* 

« 

Now Baeh« 

5400 

- 

- 

m 



Ovorland 

4672 

4477 

4399 

1641 

2700 


Pippins 

1292 

1290 

1222 

1054 

m 

74 

Webstar 

- 

1300 

• 

as 

«s 

m 

White 0«1 

2900 

sod 

- 

300 


- 

TSotal 

68902 

20263 

60863 

16345 

5589 

12474 


X 

XI 

III 


IT 


$41»541^ $10X31«50 #30,431*S0 |8a72»50 $1397«S5 |S3BU6B 


Cost 


£iitAaB OF cKiiiR imsmtsim 

BOSTOK ^ 1932 (5 iao,i 



X 

II 

IK 

IF 

F 

FX 

Bunui 

- 

too 

xoo 

m 


- 

BlMbi MmOMW 

sm 

m 

mx 

m 


- 

SI 

xoso 


XOSQ 




taam agi 

- ♦ 

XVB 

X7S 

mt' 

X9l 

- 


ms 

m 

mo 

im- 

- 

- 


m 

- 

KO 




jf^Xtntiias Go* 

' «> 

m 

- 

400 

«# 

OiO 

K«0*A«^ 

ISO 

- 

140 

- 

oo 

40 

IMni Ssoiii3.0K* 

MOD 


m 

40 


40 

Ovut^oiiA 

m X04S 

asa 

900 

408 

OO 

F*aGMt 

XS0O X8S0 

ISSO 

«• 

xm 


iniit* M 

MM 






fbog 

ISSM 

am 

X8088 

700 

aioo 

0 


099% 


|9««La40tl4S8»iO |60l«» |S6Q* & 


sovsftsr XJMA6B <sp cmm rnmnsmo 

BKmmt 19Sk 



irii 

Vlll 

u 

X 

isnmm 0A Cmmi S@ 

m 

m 

- 

Bi^iilc 


m 

m 

7S 

SSFlUK 

ISB 

m 



Wtime% dBPtw 


%0^2O 

m 


OoraMitieft 

IBS 

-4» 

m 


QftVVKpA 



%tm 

AA 

lA OuTVtm 

SIS 

«P 

- 

4A 

1M Wo9m . 

•i 


m 

- 

IMtaUat 

m 


BOOB 

m 

CfmrtjaA 

ISB 

«*' 

m 

m 

Pwaitft 

srao 


n» 

- 

llhit* M 



«» 

S8SD 

1Ab*Fi«iea 

iSi 



660S 


IBiS 

%fmo 

8000 

um 

0M% 

|ros«BS 

taw. 

ti.801.80 lom.’n 

SOHSAT XiXliUffi or eZSAB A33VER7ISTO 

msKm X99S <s 

IhllA M 

«r 


Air 

lass 


0 

ws 

0 

lass 

OAs* 


tS8T«Se 

0 

H8SB.80 
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S^anttlng the receipts by eeeh Boston papmp 
there appeerw for X9^ en esEpenditore of tlli«r7Xl«8S 
In the eorabined weekly and Sunday edltlona for cigar 
advertising. 3be first quarl^ of 1932 ahom a total 
of «1^ very natch leas advertialng exi 

Sunday. Clgu^« like other OEmsodItlea . have fcmnd 
Sunday advertising poor and are epresdlng their bod* 
gata ever a number of weekly inaerts. fhe first three 
mon^ia are light in olgar advertialng. ao 1932 promlaea 
greater cl^o* advertising than 1931 • 

Ih answer to the question of how the cigar 

manufacturers are apendlng on advertising* the following 
reasoning may be used* Boston newap^ters can be 
sssumed to reath only Metropolitan Boston with a populs* 
tiem of 2*300»CXX> people. Aocofdlng to the general aver* 
age over the United States the mmiber of cigars smoked 
•per person ms 46 In 1931 « making a total of 105*800^000 
.'Igsra sold In Boston. At an average price of 7^ tbs 
Ineome frcmi sales is ^*406*000« Settix^ the newspaper 
advertising of ^11*711^83 as 50^ of the total advM** 
tislng oosts for olgara^ there is about ^£ 20*0004 spent 
to produoe and oontlnxee the sales through advertising* 
This amount is 346 ^ of the sales* whloh. is very iniaeh 
lowm than the iq>perent and spokan of advertialng 
oaofg>aign8 which are to bring cigara out of the alxmgk* 


In Boston tlis total lixm&i of advartiaing 
haa flxtetuated aa foUowit 

1929 <* 327 •12? llnaa -(54 olgara pen capita) 

1930 - S85»Q02 * *(49 ” » « ) 

1931 * 222*095 ” -(46 ” « » ) 

Xba aetoal 2aot is that tha oigar laamifaotarara 

hava tpaggad about hoir they haaa Indulged haaTlly In 
advax^iaing and at no tdna baa thalr a^qamM for thla 
aaiaa atioK0.ator bean In axoaaa of 5^ of aeiea* A fav 
of tba na1d.onal bran^ h«va supported the advartiaing 
aapanaa with baaTy llxuige in nawspi^rs and alaewhara* 
and Tory prblAbly hara ap<mt oora than ia wise, 
tiAQAZiHi? ADVRRTisiHq Magasina, lilca nawap^r cigar 
adaartising* appeals to a emokar at tba time whan it is 
desirable for bin to araoka* Hs can rmaain in his raat- 
ful stood and be fully affected by an Insert in a naga— 
Bine and teerefore this medlm offers a cost satisfaetory 
"atietion” on the cigar oonsuiaera 

tsagasinea are chiefly nati<mal and cater to 
jMitional advertiaera* In atten^ting to reacli. the 
Ipaateat portion of men the cigar xoanufacturer finds 
many of the inagasines eliminated by virtue of their 
being woman*8« ohildren*a» or olaaa magazlnea* Womante 
nagaxinea alone have a circulation, almoat equal to the 
total of all other raagasinea sold* lanounting to 
18*353*520 in 1930. ^e weekly tna^pixines have about 
tbe sane eliwulatien aa general roxgaxlnia and the 
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olgar aaxalfftetar•l^ wits litontlnu*.! IntMirts is 

‘ I 

tsvemA tas idlest tbs 8 ire^kly msgsslrsg for Inssrtlcms* 
In detennlnatibn of how ouoh of tbs ob^sskUis 
advoptising is ooncentratiMl on City of fiostoxi» s 
oircuXstion snslysls sbowii B*A% of tbs nsgasinss sold 
in Wsw SnglsnA* Aoooxding Ito food salss (Sss Appsudlx 0) 
nstpopol itan Bosion cons\aq|»s 31*4^ of tbs Ilsw Btiglsnl 
total and imis^ t^rafora ,• bs bold for sli^ttly ovsr 
2*5% of tbs sspandjlturs for oigar advortising in nsgs«» 

!■ I 

sinsB* as food and; tobacco sales are wary slallar In 

: i 

their pef^ntags dlistribution* 

i 

, , following table gives tbs cigar advert 

for 1631: 


/ 


/ / 

' / i -• i 

/ / i 


I: 


I 


• I 


A 


' r 


f 

I 


A 

; ’ 
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ozoAii uAaA^BiE jjfiimnsjm 
193X 


eiMT Bwand 

Saturday 

Kve.Fost 

0 dlli«r*« idtMwry 

0 oimtS 7 

fiMUfimi 

Robert Bums 

$9,800^00 

«i 'm 

m 


I 99 OOO.OO 

m 

• 

Betnemi A»%m 149000.00 

1 

^9,623.00 ^ 

m 

Eariel 

12,000,00 

0,232,00 » 


Bei^Or : Ford 

» 44,000.00 

16,452.00 


rinc Edsrfird 

36,000,00 


3t0ft000«00 


m 

77S.50 §606.00 


Peso 

- 

- 476.00 


Old ;*riaere 

( 

'^lotal 

/ ; 


442.00 

MS 

|iLS4«800*IX> 

|S&»88«,00 $l*ieB*00 tl6»£80#0a 

' / 

Total 

pt mix BMgftstnes |X&r9436«Q0 


/ 1 Total «pg^lle«l>le to 

Boston: B#0Q0»Q0 
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^baooo trade laagaalxiea are full of elgar 
adTsrtlaing* \xxt aa far aa tie cona\B]i8r la concez^d 
the advertialxig la of little Talue md only worth the 
dl8tinotl<m of having the trade inforoed* Esqpendlturea 
of tills sort are more or less compulsory, but the larger 
Inserts are often atten^ta of small cigar msmufacturera 
to make themaelvea look ln^>ortant In a magazine which 
rea<^a all the hlg tobacco deale]*8« 

OtrrpooR ADVERTlSIKg Billboard advertising may be seen 
each day by men going to and from work. In passing 'tiirough 
the streets either In auto or on foot, the smoker la 
often eonsomlng tobacco and will have his attention 
brou^t to what he Is amoklng or have his desire to smoke 
stimulated If he sees olgar advertising. 

In placing olgar advertising It seems best to 
have about 6 or 6 boax^ per mile of travel unless you 
are able to see a large elgn for a oonslderable period. 
Where there are a number of billboards along the route 
the copy may be altered so as to lead the conauB^r to 
understand what the brand name stands for. Different types 
of word comblnattona and color changes on outdoor adver- 
tising seem to sell more cigars than a ^oup of the 
same posters scattered all ovsr a section. 

The advent of the neon sign has stimulated olgar 
advsrtlsing oonalderably. The Initial coat of such a 
display Is about ^.000 • with a rental of $350 per month. 
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One predooinent po alt ion on a high hulldlng* overlooking 
a thoroughfare, can keep the brand najue of a cigar 
pem^inently in front of all who travel to work over that 
route. In Boston many of the main traffic lanes have 
at least one neon sign of some local cigar company, which 
ia constantly in view. Tflth a penaanent sign of this 
nature the local cigar companies are able to strengthen 
their defensive position against the national hrt^s 
which are forced t o change copy «md sell tt^ir brand 
Oheracterlsties* %e older local tirands have ^ir 
quality taken for granted, and, as their object la to 
hold their ci:tftomer8, the cheapest way of 3?eaching the 
most people with thsir brand name is throxi^ outdoor 
advertising* Thus, in Boston the J*A«. 7-20-4, Harvard 
and Eloho cigars are tasavy in their outdoor expenditures 
while the national coEDpanies with nati^ial policies 
cannot tie \q> thsir advertising flexibility with semi* 
peimianent advertising invests^nts* 

In determining how much it is correct to spend 
for outdoor advertising and what has been spent* one is 
coni^nted with ths intermittent e^qpenditurea and long 
coasting periods of cigar outdoor advertising* The time 
to feature olgar advertising was thought to be ths period 
before Christmas, but is is felt that a donor and not an 
actual oonsumsr of cigars is more affeoted by ths adver* 
tising at that time than at any other* A burst of out* 
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door advertising will iiaually s^pear when a cessation of 
advertising exists in the newspapers and mgazlnes. The 
cigar menufaoturer falls to use all the media of adver* 
tising in their correct proportions and continually* Ixit 
swltohss from one to another to ^ep expenaea uniform* 
Outdoor advertising conveys an idea quickly with these 
policies of flashes, but different technique nmst be used 
if a general consistent program is to be eaz*xded out* 

John Donnelly & Sons handles practically all 
of New England outdoor advertising service* 15 m I r con- 
centration of poster boards and painted signs is based 
on the population and the number of passing people* and 
metropolitan Boston contains approximately 30^ of their 
awailahle spaee* 

The type of advertising on the 24 sheet 
poster displays is illustx^ted in Appendix B» Though 
most of the oopy has been in the nature of announcements 
there have been some eigne vhlch have created strong im- 
i^ssions* The White Owl display has adopted its news- 
paper form to eetablleh knowledge of pries ohanges and 
quality* and with its few words* has wedged firmly into 
the Boaton market»aa well as otiier eenters»with newspaper 
and outdoor advertising chiefly* 
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ThB eig«r accoimts In outdoor advertising vltli 
John Donzwlly & Soxu show the following use: 


J. A* 

Crerao 

^Thite Owl 

?te*Penn 

7-20-4 

Harvard 

Pippins 

Blacks tone 


Continual Pro^am 
3 sionths - 1929 
2 months -1930*1932 
2 nsonths -1930 
Continual Pro^«ia 

1929 

1930 

2 months - 1929 


^50,000 -#75,000 per yr, 
# 10*000 

#4*000 per year 
|4*000 


#25*000 per year 
#36*000 
#16*000 
#36,000 


3 year total #390*000 

Yearly average #130*000 

In metropolitan Bostcai # 70,000 (eat,) 

A new feature in outdoor advertising* the trash 
can* has enahled cigar eoeipanies to get advertisements 
where they could not expect to squeese any other form* 

On the busies and most crowded intersections a container 
jror litter is usually placed and the fo\ir sides are 
neatly ensjoieled with advertising copy. Though this is 
oonsidared a strong advertising medium by some cigar 
manufacturers, others considered the association of a 
food or totmoco product with an "ash or ^^rbage esn" a 
degrading and harmful oharaeteriatie. Few people think of 
these litter eens as dirty, for their appearance is not 
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objectionable* In Boa ton a a ingle fCoe la i*ented for 
$3*00 per iBontb and tbe 7*20*4 d^tr has two faces of 
each of 300 containers* which is an e3g>enditure of 
olose to $20^000 per Tear* 

The use of the street ear end elevated rail* 
way advertising is not efficient enough for cigars* It 
is said that as high as 7(^ of the riders on these eon* 
ve 3 rances are wosesn aid children and the men who use this 
tom of ttvmsportation are reading neva^pers and not 
si^is* ^t is helpful to Induce the woisen to give cigars 
for presents at Christmas time* through the use of car cards, 
and though the average ride ie 20 minutes with a ear card, 
tbe mass eudienee is not composed of cigar o<msuiaera to 
a large enough proportion* Car cards serve as a good 
holding device for tound good will whioh has been 
developed, but cigar manufacturers are in no eohdltion 
to be conservative* 

Painted metal bulletin beards in subway 
and elevated stations are being used by 7«20«4 oigax^ 
in Boston at present* This expendd.ture of $12*000 for 
one year (1931*1932) has been the only use of the servioe 
of the Eastern Mvertising Cos^>any for four years* 

Foxvisrly BGLaokstone, Harvard, Pippin, Peter Sohuyler 
and J* A* cigars have used these facilities, but only 
Cremo has suggested using this s^dia in the future* 

"Post ZM> bills" pfsvents most people frcmi 
putting up advertisements, but the foreign sections of 
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cities usually have huildinga and alleys where small 
posters pari he put up. ^W.ttsn in Chinese » Italian* 

^«ek or Bsbrev* many signs seem to have had tl»lr 
imtasdiate effect on the sales of cigars in the r»lgh- 
boi^ood of the algna. Knowing that Chlnainen 111» to hs 
seen smoking a good cigar has enabled 7-80-4 cigars to 
have advertised its brand into popularity in the Boston 
Chinese district* 

RADIO EROADCASTIKQ At first radio advertisement of 
cigars was hardly a success because of the lack of know- 
ledge as to what would affect the radio audience* It 
appeared that the real chance had come to tell the 
Whole story about a cigar brand by word of mouth and 
olecu> the judgment of the consumer by open statements 
of fact* Soon it was discovered that radio listeners, 
litos readers of newspapers* magaslnes and billhoards, 
have a definl1» limit to the material they can digest 
mentally* 

Re<»nt radio broadcasting of cigar 
nMaiufsctxovrs had produced measurable and most unusual 
results* In s swvey mads by Professor Robert P* Elder 
of the Business and Engineering Administration Departaasnt 
of the Massachusetts Institute of technology in 1951, the 
use of iMPsnds was tested* and in separating the 

homes from the non— radio homes, there was a 4S*4^ 
In use of radio advertised brands of the former 
over the latter* ^ radio was guiding cigar xmrchsses 
in radio hansB to the trueds which were adverti«»d on 
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the radio* ThMe nationally dlatrlbutod oigar branda 
irtilQh did not uao tha DOdltm ot radio lor advortleing 
sbovad loaaoa* follovlng table givea the Individual 
bs^oad data toae the oosiblnatlosi ol ten cities which, 
were Inveatlgatedt 


Brand 

Radio Advertising 

% Gain In 
Radio Hcmtes 

% Loss In 
Radio Homes 

Blacks tone 

^ hr*-p*m*-2/week 

6G.7 

- 

Cremo 

i hr*»p*iu*-6/»eek 

16.7 

- 

Dutch Masters 

^ hr.«p.m*»l/week 

64.7 


El Producto 

Nme 

ms 

28*0 

Hsnry Georgs 

hr*«p*m**l/seek 

170*0 

* 

La Pallna 

^ hr.«p«m*-*3/ieek 

23.2 

• 

Robert Bums 

i br**p*nu«>l/week 

25*0 

m 

lIlsoellaneouB 

Rone 

• 

7.6 


The effect of the radio la not easily q;uiaatloned« 
as the sur^y quoted above was made only a few weel» after 
Cremo cigars commenced radio advertising and showed a 
distinct Increase In eonaunqptlon of Cxhbik) In radio homes* 
nevertheless* ths actual power of radio to create the 
sales pressure Which It olalms Is doubted by the news* 
pcq^ers and tiselr reasoning may have oonalderable weight* 

The AmerleaLn Hewwpaper Publishers Aesoolation 
In a survey made early In 1932 telephoned 28*947 homes between 
8i30 and 9t30 P*M, to determine "Are they Listening?" 

On the liaals of 100 typical American homes the* following 
data was obtslmds 
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SI homm bav» it rmBSbo 
41 m&t mmem mem tesa*. 

84 s»t« ar« tosttS «n« 

15 tan» in on tl)» lie«t stst^oo* 

5 listen to ths sssoad bs«t ststlim* 

8 listen to ths thirdi test stetion* 

6 sste ecHE^slous «f ths tapond teing tdssrtissd* 

!Bte <msstte8i i^isn splsss as to tea interr tets» 

ticn sf tbsss two ootifliotiDg valid arsports in tbs 
llH^t osf sl^sr advsrtislns* Although ths 24^ of ths tents 
teiish ass listwilfig to ths radio nay nem Jmow ths moos 
of ttei larand telng advMPtlind# ths? would hsvs tea nans at^ 
q^ttalitiss rssallsd to thsm whsn nmj looK Into a olgar 
ooontsr to ssisot thalr tesnd* Display and ^stribteite 
in oteara oonvarta tha si8»miaoiottB offset of advartis* 
lag into aettml oash porohuMMi* so tte fSet that Sisdivldo^ 
als msinot nana tte tsond ^tensoving a progroB la not of 
gvoat noiteat in ^gar aaidiatine* tesortteloos* tte noos* 
piqpor invaotigatlon shoos test only SI^ of tte tslteiteiia* 
osning bOBSs hava rsdio« moA test tes raddo advartisiiig Is 
eonstsntly slssing sail soar half ths tssrtst* lbs son* 
bloation of s radio and a tel^^ions In <»as tens nates it 
apporsnt test tte laals nsad>er of tte fsnily ote affSrS a 
tte-Otet oigar and only that grads of olgsr i^smld te 
advsrtiastt* ftas flvs«soat eigar is naost prlnartly to 
appaal to tte Doaseo and tharsfera will ao^ cnly sdss Its 
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real mu?ket tout dra^ amokers ot better grades Into 
the cheaper class of cigars if radio advertising Is 
used* A fine olgar cannot yet be oAde for five 
cents and until It can be, radio advertising of nickel 
brands eeraui a poor policy* 

The type of a»terlal broadcast by eslgar 
manufacturers has changed. At first local cigar conrpanles 
foimd radio an efficient method of sampling and in one 
case offered a free pack of five to the first fe*. 
letters which «Mme into the radio station. This taroad- 
east was made on July 5, the second poorest radio 
night in the year, and 12,600 lettora caB» into the 
Boston station* % the time a ssioker had consumed five 
cigars of one brand hs easily aequired a taste for them 
and might s^ok to that brand in future purchases* 

Itothods of this kind were soon dropped as being too 
extravagant snd too seleotlvs* 

The use of baseball se{n*eB was than adopt* 
ed as a means of attracting men to the radio and announce- 
ment of the time has been found an lne:q)enslvo way for 
cigar advertisers to broadcast* i^^en the national cigar 
advertisers took up music and high class entertalniMnt, 
the losal companlee swung to local news and appealed 
to the men in amsll outlying towns through the small 
stations which concentrated their sports and news 
locally* In Boston the Yankee network offered good 


eoiemga for siodium also towns » 

Itot all national cigar prograsa find it visa 
to broadcast in Boston* It is a eigRr maz^st which 
lias haid about 7C^ of ita bualnaae in Isal bands* but 
to certain manofacturara ^Is fact is a algiuil for 
rigorous advartiaing* !H)s following table which was 
eocg>ilad from ^nuid«4aentioning replica to a question* 
aira (”15oe8 Badio Sell Goods?” by Profaasor Robert 
F. ^dar of the Maasaohoaette Inatitate of Teehno'i.ogy) 
indioatea the degree of popularity idilch ia bald by 
various national aad loe al cigar brands aioong talc* 
phone owners* but cannot* of course* give an index of 
the pereentages of the mar^t held ty the individual 
branda* It reflects a degree of ten*eent cigar amoking 
which <^gar ownufactizrere only wish were true* 


CIQAR BRAND ANALYSIS FOR THE CIT Y OF BOSTON 

APHIL * 1951 
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(These results are compiled from & 

10 OOO^ston telephone ovniers. The ba^ands of nine 

coii^lties were sought 

information, with a total of 1,180 usable ana./ere 

received* ) 


ITo Badio 
In iioxue 

Total H<^s 

with Eadio 

Total use 
of Brand 

% Use of 
Brand 

Total Replies 

201 

1.609 

1.810 

- 

Rot used,no 
pi*ef orenoe *or 

146 

849 

096 


not specified 

CStn'rec'tod Total 

56 

760 

815 

m 

for clears 

Branda mantloned 

66 

918 

983 

100.0 

La Pallna 

0 

4 

4 

0*4 

Henry George 

1 

13 

14 

1*4 

Robert Bume 

8 

34 

42 

4*3 

Creao 

3 

36 

39 

4*0 

KL Produoto 

1 

18 

13 

1.3 

Blacks tone 

4 

116 

119 

12*1 

Dutch toasters 

0 

5 

5 

0*5 

J*A* e 

13 

223 

236 

24*0 

7-20-4 

11 

134 

145 

14.8 

Overland 

8 

117 

125 

12.7 

Mleoellaneous 

16 

225 

241 

24*5 


* J*A*, 7»20‘ 


4 and Overland are local 
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Tne year of 1931 was very strong for advertising of 
tobaeoo products on the radio with tV^SOOfOOO expanded 
oonpared to $2»500»000 in 1950* For the calculation of 
the ejqMnse of i*adio advertising of cigars from Boston 
stations the national groiqp may be supplemented with the 
announcement of baseball scores for the five month 
period by R* Q« Sullivan, Inc*, in 1950 and Alles & 
Fisher, Inc* , in 1931 , at $200 per week. Time announce- 
ments were purposed by the Rlcho cigar for six nights 
per week for twmty-six weeks at a total cost of $2,540. 
Bayuk Cigars , Inc. has one-half hour per week for Its 
Bayok Stag Party over the Rational Broadcasting System 
Which is m^*e recent than the April 1931 retdio survey. 

It appear^ therefore . that about six hours 
per week was devoted to oigar advertising in Boston in 
1951. ohiefly in half hour periods. Stations WNAC and 
WEEI are obtained for $150 for thirty minutes end 
V/BZ-WBZA for $520. Entertainment talent may be figured 
a^. an additicm of about one- third of the rental cost and 
summing up, as a rough estiamte, metropolitan Boston had 
$80,000 spent for radio advertising of cigars during 
1951. This amount is almost the same as that spent on 
outdoor advertising and shows that the newspapers azw 
not obtaining 50^ of cigar advertising. 

Cigar advertising, due to the increase in 
radio expend! ttuws, may reach 6^ of aales as an aver- 


110 


pidUlie is BMT M.1 tbut »$e»r9 am Sm 

tb» tw t^)b«iQ«o wa^prmmay miaS. The xtwl 

1bi«t oJT tl» ai|^ Hill 0 mm in th« aoxt f^Mr yftnam «« 
ftdvnrlAsiiig 1« finalls on n ooiand boo^ 

•m Mt to vtaototo* tto quiidE ntto of notion toll 
copttih th» UP* and appraalatocm of tbo finoot of toteooo 
foras* too 


